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Abstract - This research is done to prove the influence of perceived ease of use, 
perceived usefulness, subjective norm, technology factors, shopping factors, and 
product factors toward the online purchase intention in social media websites 
based on the perception of young Indonesia consumers. The research used 
quantitative approach and causal type research was causal. This research used 
sample characteristics which are Indonesia people in the range age of 15-24 years 
old and also have Facebook, Twitter, and Blog accounts with minimum online 3 
times a week. The data was primary data which obtained from 100 questionnaires. 
The data was processed through multiple linear regressions and hypotheses test 
were proven by t-test and F-test. The research result indicates that perceived ease 
of use, perceived usefulness, subjective norm, technology factors, shopping 
factors, and product factors have significant influence toward the online purchase 
intention in social media websites based on the perception of young Indonesian. 
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INTRODUCTION 
The emerging of information technology brings a big change for all 
countries around the world. Internet is one of information technology that 
connects all people around the world without limitation of space and time. People 
nowadays are using Internet to sell their products or services in cyberspace, as we 
known as e-commerce. Since the e-commerce’s growth has been incredibly fast 
until the tragedy of dotcom crash in the year of 2000, most of the business did 
come with potential of risks and benefits that need to be measured and to be taken 
into consideration before started the e-commerce. 
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We are living in Web 2.0 era that serves us social networking and blogs 
with highly user generated content compare with Web 1.0. There is a significant 
shifting from offline to online transaction which shows that nowadays people are 
more influenced by internet. Facebook, blogs, twitter are the example of popular 
social media for all consumers’ level. Based on Indonesian online shopping 
community at Facebook, twitter, and blogs, there were about 43,887 Facebook 
accounts that did e-commerce and online shopping, 26,523 twitter accounts that 
did e-commerce and online shopping, and 28,919 blog accounts that did e-
commerce and online shopping. This numbers represent that there are many e-
commerce in Facebook, twitter, and blogs. Today’s era, e-commerce brings big 
opportunity for Indonesian. Indonesia people who are in 15-24 years old have the 
highest percentage as internet users. In this age, Indonesian easily accepts the 
usage of technology for their daily life and also in doing e-commerce. This shows 
that Indonesian have potential to adopt e-commerce in the context of social media. 
This study attempts to investigate factors that influence online purchase 
intention among Indonesian young consumers in social media websites by 
synthesize two previous studies done by See Siew Sin, Khalil Md Nor, and 
Ameen M Al-Agaga (2012) and Ying-Hueih Chen, I-Chieh Hsu, and Chia-Chen 
Lin (2010). The constructs investigated in this study were perceived ease of use, 
perceived usefulness, subjective norm, technology factors, shopping factors and 
product factors. 
According to Y. -H. Chen et al. (2010), online purchase intention is the 
desire of consumers to make purchase through social media. Online purchase 
intention will be measured by the level of people’s intend to make purchase of 
product online through social media, people are willing to buy product through 
social media, and people are willing to recommend social media to friends.  
Perceived ease of use, according to See Siew Seen et al. (2012), is the 
degree where using a particular system will be free of effort. Perceived ease of use 
consists of social media is easy to learn, social media is easy to control, social 
media has understandable content, social media is flexible to interact with, and it 
is easy to become skillful at using social media. 
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Perceived usefulness, according to See Siew Seen et al. (2012), is the 
degree which people believe that using particular system would accelerate their 
personal growth and would enhance their job performance. Perceived usefulness 
consists of social media that enables to buy product faster, social media gives 
time-saving and money-saving benefits, purchase decision can be made in short 
time using social media, social media is increasing effectiveness in shopping, and 
social media makes easier to make purchase or find shopping information. 
According to Pookulangara and Koesler (2011), subjective norm as 
variable in research model is the perceived social pressure from family, friends, or 
other people to an individual when deciding whether to behave in certain way. 
Subjective norm consists of friend’s suggestion and recommendation affects to 
make purchase through social media, family members/relatives influence to make 
purchase through social media, people will make purchase if colleagues use social 
media, mass media influence people to make purchase through social media, and 
people use social media to make purchase if people in community also use it. 
According to Y.-H Chen et al. (2010), technology factors comprise the 
quality of website that facilitates online transactions. People make purchase if 
there is security in social media, people use social media which has privacy not to 
distribute private information, and people doing transaction on social media that 
has high usability. 
According to Schaupp and Belanger (2005), shopping factors is the 
shopping process and proposed that convenience, trust, and delivery are indicators 
that affect purchase intention. People use social media which is convenience to 
make purchase, people trust social media in purchasing a product, and people 
purchase through social media if there is notification for delay in delivery. 
According to Schaupp and Belanger (2005), product factors are the 
perceived quality of the product or service for sale. Price and quality of product 
which people buy through social media is matching with expectation, and social 
media that people use offers variety seasonal products. 
Figure 1 depicts the research model and Table 1 presents related 
hypotheses. 
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Figure 1. Proposed Research Model 
Table 1. Summary of Hypotheses 
H1 
Perceived ease of use positively influence the online purchase intention through social 
media. 
H2 
Perceived usefulness positively influence the online purchase intention through social 
media. 
H3 
Subjective norm positively influence the online purchase intention through social 
media. 
H4 
Technology factors positively influence the online purchase intention through social 
media. 
H5 
Shopping factors positively influence the online purchase intention through social 
media. 
H6 Product factors positively influence the online purchase intention through social media. 
 
RESEARCH METHOD 
 This study is quantitative research and type of quantitative research used is 
causal research with objective to determine that some variables might be causing a 
certain behavior, which is perceived ease of use, perceived usefulness, subjective 
norm, technology factors, shopping factors, product factors influence to the online 
purchase intention through social media. A total of 100 respondents were chosen 
using the purposive sampling method. Respondents were Indonesia people in the 
range age of 15-24 years old and have Facebook, Twitter, and Blogs accounts 
with minimum online 3 times a week in social media accounts. 
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 Research instrument in this study is questionnaire. The data was subjective 
to validity test, reliability test, normality test, heteroscedasticity test, 
multicollinearity test, and determination of coefficient before the final analysis 
was conducted by multiple linear regression. 
RESULTS AND ANALYSIS 
A total of 100 questionnaires were distributed and were returned for 
analysis. Among respondents, 38% were male and 62% were female. 
Table 2. Summary of Respondents’ Profile 
Demographic Groups Frequency (n=100) Percentage (%) 
Gender Male Female 
38 
62 
38 
62 
Level of last 
education 
Junior High School 
Senior High School 
Diploma 3 
Bachelor’s Degree 
Master’s Degree 
24 
53 
3 
20 
0 
24 
53 
3 
20 
0 
Product 
Purchased 
Clothes 
Bag 
Shoes 
Gadget 
Shoes and t-shirt 
Others 
22 
6 
6 
5 
5 
56 
22 
6 
6 
5 
5 
56 
 
After analyzing data for validity test, all of the total score showed a result 
with significance lower than 0.05. This indicated that all items for perceived ease 
of use, perceived usefulness, subjective norm, technology factors, shopping 
factors and product factors were correlated significantly to the total score or valid. 
Cronbach’s reliability test results (Table 3) indicated a high level of internal 
consistency. VIF was examined and the results indicated no multicollinearity. 
Multiple linear regressions results are shown in Table 4. 
Table 3. Result of Reliability Test 
Variable Cronbach’s Alpha Explanation 
Perceived Ease of Use 0.808 Reliable 
Perceived Usefulness 0.746 Reliable 
Subjective Norm 0.781 Reliable 
Technology Factors 0.816 Reliable 
Shopping Factors 0.731 Reliable 
Product Factors 0.649 Reliable 
Online Purchase Intention 0.813 Reliable 
Source: Data processing done by SPSS 18.0 for Windows. 
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Table 4. Result of Multiple Regression Analysis 
Variable 
Standardize 
Coefficient t Sig. Tolerance VIF 
Beta 
Perceived Ease of Use 0.150 2.061 0.042 0.338 2.961 
Perceived Usefulness 0.164 2.045 0.044 0.278 3.603 
Subjective Norm 0.112 1.986 0.050 0.562 1.778 
Technology Factors 0.242 3.630 0.000 0.401 2.493 
Shopping Factors 0.172 2.137 0.035 0.276 3.622 
Product Factors 0.243 3.781 0.000 0.434 2.303 
Source: Data processing done by SPSS 18.0 for Windows. 
Note: Overall Model F=77.753;R2=0.834;adjusted R2=0.823 
 The results of multiple linear regression analysis showed that all six 
independent variables, perceived ease of use, perceived usefulness, subjective 
norm, technology factors, shopping factors and product factors, significantly 
influence the dependent variable which is online purchase intention. R square for 
regression model was 0.834, which indicated 83.4% of the variance in online 
purchase intention is explained by perceived ease of use, perceived usefulness, 
subjective norm, technology factors, shopping factors and product factors. Based 
on the standardized beta coefficient, the most dominant factor that influence the 
respondents’ online purchase intention was product factors (b=0.243), followed 
by technology factors (b=0.242), shopping factors (b=0.172), perceived usefulness 
(b=0.164), perceived ease of use (b=0.150) and subjective norm (b=0.112). 
Based on analysis result of multiple linear regressions, all data showed that 
perceived ease of use, perceived usefulness, subjective norm, technology factors, 
shopping factors, and product factors influence to online purchase intention of 
young Indonesian through social media. The regression equation PI = 0.150 EU + 
0.164 PU + 0.112 SN + 0.242 TF + 0.172 SF + 0.243 PF showed that perceived 
ease of use, perceived usefulness, subjective norm, technology factors, shopping 
factors, and product factors had positive relationship with online purchase 
intention. If perceived ease of use, perceived usefulness, subjective norm, 
technology factors, shopping factors, and product factors were increasing, online 
purchase intention would also increasing significantly. This research was 
supported by previous researchers, See Siew Sin et al. (2012), who did an analysis 
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about the influence of perceived ease of use, perceived usefulness, and subjective 
norm toward online purchase intention through social media based on Malaysian 
young consumers and other previous researchers, Y.-H. Chen et al. (2010), who 
did an analysis about the influence of technology factors, shopping factors and 
product factors on online purchase intention. 
From hypotheses testing result, showed that significant value for F-test 
was 0.000 and F was 77.753, so that can be concluded perceived ease of use, 
perceived usefulness, subjective norm, technology factors, shopping factors, and 
product factors influence on online purchase intention simultaneously. 
Whereas, t-test result of significant values are less than or equal to 5%, 
then H0 was rejected. Thus, perceived ease of use, perceived usefulness, 
subjective norm, technology factors, shopping factors, and product factors 
influence on online purchase intention significantly and had positive relationship 
because the regression coefficient value was also positive. 
CONCLUSION AND RECOMMENDATION 
 The results showed that 100 questionnaires had been proven have high 
reliability and validity. The hypotheses which stated had been proven or correct. 
This was proven by the result of hypotheses testing, which were F-test 77.753 
with significant value 0.000 means that H0 was rejected, perceived ease of use, 
perceived usefulness, subjective norm, technology factors, shopping factors, and 
product factors influence to online purchase intention through social media. 
Partially, t-test between perceived ease of use, perceived usefulness, subjective 
norm, technology factors, shopping factors, product factors and online purchase 
intention which resulted 2.061, 2.045, 1.986, 3.630, 2.137, and 3.781 with 
significance level valued less than or equal to 0.05 or H1, H2, H3, H4, H5, H6 
were not rejected, which means that perceived ease of use, perceived usefulness, 
subjective norm, technology factors, shopping factors, and product factors had 
significant influence towards online purchase intention. From the research result, 
product factors had greater regression coefficient value than the others. Product 
factors include price, quality, and seasonal product variety. 
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Coefficient determination (R2) value was 0.834 or 83.4%, means that 
83.4% variation of online purchase intention through social media could be 
explained by variation of perceived ease of use, perceived usefulness, subjective 
norm, technology factors, shopping factors, and product factors. The rest, 16.6%, 
could be explained by other factors which were not observed. 
Based on Y.-H. Chen et al. (2010), online purchase intention reflects the 
desire of consumers to make a purchase through the website. The desire of 
consumer to make a purchase could be depended on perceived ease of use, 
perceived usefulness, subjective norm, technology factors, shopping factors, and 
product factors. Therefore, perceived ease of use, perceived usefulness, subjective 
norm, technology factors, shopping factors, and product factors need to be 
maintained and improved in order to create and maintain online purchase 
intention. With the presence of online purchase intention, there was an intention 
from consumer to buy product online so that affect to sales increase and market 
share in a company. 
Based on research, perceived ease of use, perceived usefulness, subjective 
norm, technology factors, shopping factors, and product factors influenced online 
purchase intention in social media websites (Facebook, twitter, and blog) 
significantly. By the existence of influence, positive product factors, technology 
factors, shopping factors, perceived usefulness, perceived ease of use, and 
subjective norm could be figured in minds of the consumers. This cause positive 
attitude and behavior of the consumers which was proven by the product purchase 
done by the consumers. 
As a conclusion, there are several recommendations for upcoming research 
in this topic. First, future researchers may add more dimensions for independent 
variables to identify the other dominant factors that influence online purchase 
intention, such as trust and perceived cost. Trust and perceived cost are factors 
that influence online purchase intention (See Siew Sin et al., 2012). Second, 
future researchers may investigate factors that influence young consumers’ online 
purchase intention through social media from other countries, since this research 
is only focus on young Indonesian consumers. In other side, the disadvantage of 
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online purchasing is people cannot feel the product. Companies or industries 
which built in social media websites need to provide the detail of products with 
high quality of original photos and product size. The companies also need to be 
selected in choosing what products that will be sold because people are more 
likely to buy product with high quality or suitable with the price given. 
Companies also can give product guarantee to customers. If there are any defects 
on the product, customer can return the product for replacement or company will 
refund customers’ money. 
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